
card of course
	Subject name
	SEM and SEO


1.  Location of the subject in the system of studies
	1.1. Programme
	Management

	1.2. Mode of study
	Full time studies/ Part time studies

	1.3. Level of degree
	Master’s degree

	1.4. Profile
	Practical


	1.5. Speciality
	-

	1.6. Lecturer responsible for the subject 
	Monika Kłos


2. General characteristic of the subject
	2.1. Connection with a subject group
	Directional/practical

	2.2. Total credits (ECTS)
	3

	2.3. Language of instruction
	English

	2.4. Semesters in which the subject is carried out
	II

	2.5. Criterion for selection of listeners
	-


3. Learning outcomes and method of conducting classes
3.1.  Aim of the subject
	Lp.
	Aim of the subject

	
	

	C1
	Introduction to the tools of internet marketing

	C2
	Acquainting with the subject of positioning techniques and methods of website optimization

	C3
	Consolidation of knowledge in the field of internet marketing


3.2. Learning outcomes, divided into KNOWLEDGE, SKILLS AND COMPETENCIES, with reference to learning outcomes for an area(s) and a field of study
	Lp.
	Description of learning outcomes
	Reference to the 
learning outcomes 
(symbols)
	Form of teaching 
(mark with a „X”)

	
	
	
	ST
	NST
	NST PUW

	
	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	After completing the subject, student in the range of KNOWLEDGE, know and understand

	W1
	has in-depth knowledge of the best practices in the field of internet marketing management, SEO and SEM
	Z2_W02
	X
	X
	
	
	
	

	After completing the subject, student in the range of SKILLS, can

	U1
	is able to reach the sources of knowledge in the field of science and scientific disciplines relevant to management, integrate and use them, as well as absorb facts about management and finance, especially in the field of operational research especially in the field of internet marketing management, SEO and SEM
	Z2_U03
Z2_U04 
Z2_U06

	X
	X
	
	
	
	

	U2
	can think logically, analyze and synthesize, especially in the field of internet marketing management, SEO and SEM
	
	X
	X
	
	
	
	

	U3
	is able to critically analyse, interpret and evaluate management phenomena and processes, including financial management, on various scales using analytical, simulation and experimental methods, especially in the field of internet marketing management, SEO and SEM
	
	X
	X
	
	
	
	

	After completing the subject, student in the field of SOCIAL COMPETENCES, is able to

	K1
	applying legal principles, observing and developing the principles of ethics while performing their professional duties and developing the achievements of the profession and maintaining its ethos, especially in the field of internet marketing management, SEO and SEM
	Z2_K04

Z2_K05


	X
	X
	
	
	
	

	K2
	responsible preparation for their work and presenting an active and creative attitude in formulating their own solutions to the problem, taking into account the multidirectional economic and social consequences, especially in the field of internet marketing management, SEO and SEM
	
	X
	X
	
	
	
	


3.3. Type of classes and number of hours - full time studies (ST), part time studies (NST) 
	Mode 
of study
	Lecture
	Exercises
	Project
	Workshops
	Lab
	Seminar
	Lectorate
	Using distance learning methods and techniques in the form of lecture
	Others
	ECTS

	ST
	
	
	
	
	15
	
	
	15
	
	3

	NST
	
	
	
	
	
	
	
	
	
	

	NST PUW
	
	
	
	
	
	
	
	
	
	


3.4. Curriculum content (separately for each type of classes). Mark (X) how the content will be implemented (classes at the university or classes on the platform conducted using distance learning methods and techniques)
TYPE OF CLASSES: LECTURE
	Lp.
	Content of classes
	Form of teaching 
(mark with a „X”)

	
	
	ST
	NST
	NST PUW

	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	1.
	Content optimization
	
	x
	
	
	
	

	2.
	Optimization of the website structure and code
	
	x
	
	
	
	

	3.
	Ling building activities
	
	x
	
	
	
	

	4.
	Content marketing
	
	x
	
	
	
	

	5.
	Search engine marketing
	
	x
	
	
	
	


TYPE OF CLASSES: LABORATORY
	Lp.
	Content of classes
	Form of teaching 
(mark with a „X”)

	
	
	ST
	NST
	NST PUW

	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	1.
	Content optimization 
	x
	
	
	
	
	

	2.
	Optimization of the website structure and code
	x
	
	
	
	
	

	3.
	Ling building activities
	x
	
	
	
	
	

	4.
	Content marketing
	x
	
	
	
	
	

	5.
	Search engine marketing
	x
	
	
	
	
	


3.5. Methods of evaluation of learning outcomes (describe the methods of teaching and verification of learning outcomes):
Methods of teaching:
Lecture: power point presentation, additional material (e-books or e-articles), speech
Labs: Case analysis, solving specific tasks and problems

Methods of verification of learning outcomes:
The condition for passing the course (lecture) is obtaining the minimum number of 100 points:

60% -75% satisfactory grade 

76% -90% good 

91% -100% very good 
Students can get the points by:

1. Participation in lectures - 10 points x 5 meetings, 50 points in total
2. Passing the short test after each lecture – 10 points x 5 meetings, 50 points in total

The condition for passing the course (laboratory) is obtaining the minimum number of 100 points:

60% -75% satisfactory grade 

76% -90% good 

91% -100% very good rating 

Students can get the points by:

1. Participation in classes - 10 points x 5 meetings, 50 points in total

2. Completed 5 tasks - 10 points for each task x 5 classes - total 50 points

TOTAL 100 POINTS

 For extra tasks (2 tasks) for volunteers, they can get 10 points for each task. Total - 20 extra points.
Subject for tasks:

1. Counting the number of words in content of chosen webpage
2. The tree structure of chosen webpage

3. Link building analysis of chosen webpage

4. Content marketing and key words

5. Screeming frog exercise

3.6. Criteria for assessing the achieved learning outcomes
	Learning outcome
	For a grade of 3 student knows and understands/can/is able to:
	For a grade of 4 student knows and understands/can/is able to:
	For a grade of 5 student knows and understands/can/is able to:

	W
	60-75% of the knowledge indicated in the learning outcomes
	76-91% of the knowledge indicated in the learning outcomes
	91-100% of the knowledge indicated in the learning outcomes

	U
	60-75% of the skills indicated in the learning outcomes
	76-91% of the skills indicated in the learning outcomes
	91-100% of the skills indicated in the learning outcomes

	K
	60-75% of the skills indicated in the learning outcomes
	76-91% of the skills indicated in the learning outcomes
	91-100% of the skills indicated in the learning outcomes


3.7. Literature
1. Basic:
2. Kępiński, Łukasz ; Kordowski, Marcin ; Sałkowski, Damian ; Sztubecki, Kamil: Marketing internetowy : nowe możliwości, nowi klienci, nowe rynki

3. Marzec, Krzysztof ; Trzósło, Tomasz, Marketing internetowy w Google : pozycjonowanie, Ads & Analytics dla biznesu, e-commerce i marketerów

4. Lee, Kevin ; Seda, Catherine, Reklama w wyszukiwarkach internetowych : jak planować i prowadzić kampanię 

5. Stopka, Tomasz, Content Marketing : dotrzyj, zainteresuj, zatrzymaj - sztuka pozyskiwania klientów za pomocą treści

6. Marzec, Krzysztof, Narzędzia Google dla e-commerce

Supplementary:
1. Danowski B., Makaruk M. (2009): Pozycjonowanie i optymalizacja stron WWW. Jak się to robi, Helion, Gliwice

2. Shenoy Aravind, Prabhu Anitudh, Introducing SEO. Your quick-start guide to effective SEO practises

3. Enge Eric, Spencer Stephan, Sticchiola Jessie C.: The art of SEO. Mastering Searcg Engine Optimization
4. Ledford Jerri L., SEO Search Engine Optimization. Bible

5. Brand A.Wiley, Search Engine Optimization All-in-one for dummies, 3rd edition,

6. Chatters Brent, Mastering Search Analytics. Mastering SEO, SEM, and Site Search,

7. Miller Michael. The Ultimate Web Marketing Guide

8. Davis Harold, Google Advertising Tool, 2nd edition

9. Weller Bart, Calcott Lori, The definitive Guide to Google AdWords. Create Versatile and Powerful Marketing and Advertising Campaigns

4. Student’s workload – balance of credits (ects)
	Student’s activity
	Student’s workload

	
	ST
	NST
	NST PUW

	CONTACT HOURS (activities that require direct participation of an academic teacher)
	30
	
	

	Classes provided by the study plan
	30
	
	

	Consultation (min. 10% of  hours provided for any form of classes)
	3
	
	

	STUDENT’S OWN WORK
	20
	
	

	Preparation for class, preparation of project work/presentations/etc
	10
	
	

	Preparation for passing the classes
	10
	
	

	TOTAL STUDENT WORKLOAD
	50
	
	

	Credits (ECTS) for a subject
	2
	
	


	Date of last change 
	5 March 2023

	Changes introduced
	Monika Kłos

	Changes approved
	Anna Bielak




